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The  Cohimbus  Iron  Works  Trade  and 
Convention  Center,  ^featuring  77,000^ 
square  feet  of  exhibit  space,  16  nweting^ 
rooms  and  host  of  other  foatnrear 
is  one  of  seversi  meeting  space  options 
available  to  you  in  Columbus,  Georgiy 


Center  Of  The 
Sunbelt  South 


Come  to  the  Center  of  the  SdMlcA 
South.  We  have  the  Works,  ^ou  Qri| 
have  it  too.  -  E  .  ^ 

For  more  informtijlSn  about 'the  best 
meeting  facilities  yoirte  ever  experienced, 
call  us  cdllect  or  write  us. 


Columbus  Convention  &  Visitors  Bureau 

P.O.  Box  Z»8  •  801  Fiwa  Aw.  •  Columbus.  GA  31902  •  404/322-1613 


Circle  #158  on  Reader  Service  Card 
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Cruise  We’ll  Go  Careful  planning 
can  ensure  smooth  sailing  on  the 
high  seas.  5/88  p.  111. 

85  Snapshot:  Underwater  and 
Overwhelmed  On  an  inspection 
trip  to  Grand  Cayman,  SM  editor 
experiences  lifetime  dream — sub¬ 
marining.  5/88  p.  130. 

86  Editorial:  What  Would  It  Take  to 
Motivate  Me?  9/88  p.  90. 

87  Motivating  the  Other  90%  Incen¬ 
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88  Snapshot:  Beautiful  Beautiful 
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89  Editorial:  Love  Without  Kissing 
Ain’t  So  Bad.  11/88  p.  70. 

90  Why  Are  Incentive  Programs  So 
Hard  to  Budget?  You — and  your 
management — need  to  be  clear 
about  goals.  11/88  p.  77. 

91  Snapshot:  Bobbing  in  the  Dead 
Sea  A  fun  event  that  took  place  in 
Jordan.  11/88  p.  94. 

INDUSTRY/SOCIAL  ISSUES 

92  Look  at  Me  Now!  Beyond  fashion, 
beyond  the  corporate  “uniform” — 
what  we  wear  sends  a  powerful 
message.  4/88  p.  26. 

93  Cracking  the  Meeting  Dress 


Code  How  planners  inform  attend¬ 
ees  about  what  to  wear.  4/88  p.  29. 

94  Meetings  Industry  Ethics: 
Where  Do  You  Draw  the  Line? 
Bribes,  lies,  and  broken  contracts 
belie  many  planners’  claims  to 
high  ethical  standards.  5/88  p.  45. 

95  Is  Boston  Racist?  Black  planners 
analyze  reasons  for  picking  and  not 
picking  sites.  9/88  p.  33. 

96  Can  You  Handle  Handicapped 
Delegates?  Many  obstacles  still 
need  to  be  overcome  to  accommo¬ 
date  their  special  requirements. 
10/88  p.  47. 

97  Clearing  the  Smoke-Filled 
Room  How  business  travelers  and 
meeting  planners  respond  to  smok¬ 
ers.  11/88  p.  34. 

INTERNATIONAL  MEETINGS 

98  Meeting  Abroad:  It  Ain’t  Easy, 
But  It’s  Worth  It  The  ins,  outs, 
and  idiosyncrasies  of  planning  in¬ 
ternational  meetings  and  incen¬ 
tives.  12/88  p.  71. 

99  Against  All  Odds,  Munich 
Broke  Rotary’s  Record  Rotaiy 
International  planned  a  conven¬ 
tion  for  16,000  people,  but  26,000 
showed  up.  Vvliat  did  they  do  to 
handle  the  overlow?  12/88  p.  80. 

100  Meetings  Italiun-Style  Every  cul¬ 
ture  has  its  own  approach  to  busi¬ 
ness  meetings.  In  Italy,  for  exam¬ 


ple,  meetings  are  both  a  game  and 
a  national  passion;  a  modem  forum 
in  which  to  demonstrate  personal 
style.  12/88  p.  84. 

101  Readying  for  International 
TVavel  Part  1  of  a  two-part  series 
adapted  from  “Safer  'Travel 
Abroad:  A  Personal  Security 
Guide.”  12/88  p.  125. 
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MANAGEMENT 

102  Thumbs  Up,  'Thumbs  Down: 
Planners  Rate  Suppliers  Hotels 
score  well,  but  airline  services 
draw  heated  complaints.  1/88  p.  24. 

103  Where,  Oh  Where  Have  My  Box¬ 
es  Gone?  Shippers’  woes  of  lost 
and  late  packages  can  be  avoided. 
1/88  p.  147. 

104  It’s  You!  SM  readers’  professional 
and  personal  statistics.  2/88  p.  30. 

105  Can  You  Afford  Not  to  'Tip? 
Well-placed  tip  to  hotel  employees 
can  smooth  the  stay  for  your  group. 
2/88  p.  107. 

106  Inspiration  Plus  Commitment 
Equals  Motivation  How  sales 
meetings  can  nurture  self-motiva¬ 
tion.  2/88  p.  109. 

107  How  Go<^  Do  You  Have  to  Be? 
Description  of  average  SM  reader’s 
job.  3/88  p.  22. 

108  Give  Me  Librium  or  Give  Me 
Meth  Irreverent  look  at  ad  agen- 
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cy’s  meetings.  3/88  p.  47. 

109  Pros  Show  Grace  Under  Pres¬ 
sure  Make  a  crisis  land  butter-side 
up.  4/88  p.  101. 

110  Penny-Pinching  Doesn’t  Pay 
Don’t  get  brownie  points  for  trim¬ 
ming  budgets  too  tightly.  5/88  p.  31. 

111  Give  the  Gifts  That  Keep  on  Giv¬ 
ing  Six  tips  to  make  the  most  of  gift 
programs.  5/88  p.  136. 

112  Graduate  School  for  Planners: 
Will  It  Fly?  Tested  at  two  MPl  con¬ 
ferences,  a  special  course  meets 
needs  of  veteran  meeting  planners. 
6/88  p.  56. 

113  Travel  Agents  and  Planners: 
The  Queasy  Alliance  Roundtable 
featuring  agents,  planners,  a  hotel 
executive,  and  editors.  7/88  p.  26. 

114  SM  Survey:  Planners  and  Dele¬ 
gates  Must  Keep  Talking  to 
Each  Other  Survey  analyzes 
channels  of  communications  be¬ 
tween  organizers  and  meeting-go¬ 
ers.  7/88  p.  41. 

115  When  Your  Hotel  Takes  a  Nose¬ 
dive  Continuing  threat  of  hotel 
bankruptcies  makes  precautions 
advisable.  8/88  p.  32. 

116  Put  ‘"The  Menu”  in  Its  Place 
Tips  on  planning  effective,  econom¬ 
ical  theme  parties.  8/88  p.  83. 

117  Rolling  Out  the  Red  Carpet 
Thoughtful  preparations  and  con¬ 
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elite.  8/88  p.  84. 

118  Checklist:  How  Productive  Are 
Your  Meetings?  Make  the  most  of 
business  meetings.  8/88  p.  87. 

119  Reinventing  the  Corporate 
Sales  Meeting  Mauri  Edwards, 
SM’s  editor-at-large,  reassesses 
this  most  important  of  corporate 
meetings.  9/88  p.  45. 

120  Making  Sales  Meetings  More 
Effective  Common  mistakes  in 
sales  meetings  and  how  to  make 
sure  they  don’t  happen  in  yours. 
9/88  p.  50. 

121  Planners  Glad  to  Be  Unhappy 
Survey  reveals  high  job  satisfac¬ 
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planners  do.  9/88  p.  57. 

122  Management’s  Wicker  Basket 
Company  picnics  that  unify  and 
entertain  the  group.  9/88  p.  137. 

123  Checklist:  Before,  During,  and 
After  Your  Meetings  Evaluation 
and  preparation  in  three  steps. 
9/88  p.  142. 

124  Electronic  Meetings:  Ready  for 
Prime  Time  Teleconferencing  fi¬ 
nally  being  seen  as  important  com¬ 
munications  tool.  10/88  p.  32. 

125  Corporate  Video:  'The  Pizza 
Connection  Nationwide  televi¬ 
sion  network  links  Domino’s  Pizza 
commissaries.  10/88  p.  38. 

126  Small  Meetings:  Holding  Their 
Own  in  a  Big  Way  Small  meetings 
are  increasingly  being  catered  to 
by  hotels.  10/88  p.  55. 

127  Checklist:  Meeting  Summarizer 
Specific  points  to  help  carry  out 


meeting  ideals.  10/88  p.  102. 

128  Bloodcurdling  Meeting  Tales 
Six  true  war  stories.  11/88  p.  40. 

129  Are  You  a  Card-Carrying  Plan¬ 
ner?  Survey  reveals  that  three- 
quarters  of  SM'a  readers  don’t  be¬ 
long  to  or  participate  in  industry 
associations.  11/88  p.  53. 

130  Captivating  Corporate  Types 
Looking  for  a  way  to  turn  on  your 
attendees?  Building  in  something 
for  everyone  is  the  key  to  a  success¬ 
ful  program.  12/88  p.  123. 

PRODUCTS  OF  INTEREST 

131  Tools  of  the  'IVade  Helpful  new 
products,  services,  and  publica¬ 
tions; 

1/88  p.  150; 

2/88  p.  112; 

3/88  p.  68; 

4/88  p.  102; 

5/88  p.  140; 

6/88  p.  118; 

8/88  p.  88; 

9/88  p.  144; 

10/88  p.  108; 

11/88  p.  106; 

12/88  p.  131. 

RESORT  MEETINGS 

132  What  the  Devil  Is  a  Resort? 
There  are  almost  as  many  defini¬ 
tions  as  properties.  1/88  p.  73. 

133  Resorts  Ride  High  but  Face 
Challenges  on  the  Way  As  the 
number  of  resort  properties  grows 
and  market  segments  multiply,  ho¬ 
teliers  add  activities  and  services 
to  lure  group  business.  1/88  p.  77. 

134  Shall  We  Ihke  the  Kids?  Resorts 
provide  programs  to  keep  tots  and 
teens  active — and  parents  happy. 
1/88  p.  87. 

135  Award  Winning  Resorts  Seventh 
annual  SM  sweepstakes  gives 
readers  chance  to  win  an  all-ex¬ 
pense-paid  vacation  for  two  to  a  re¬ 
sort.  7/88  p.  129. 

REVIEWS 

136  New  and  Old  Favorites  Our  re¬ 
viewer’s  1988  film  course  includes 
overnight-express  magnate,  moun¬ 
tain  scaling,  and  those  colorful 
Muppets.  4/88  p.  60. 

137  In  Search  of  the  Ultimate  Meet¬ 
ing-Planning  Book  Review  of  five 
comprehensive  texts  for  meeting 
managers.  4/88  p.  95. 

138  High-Tech  How-To  Editor-in- 
chief  reviews  latest  celluloid  edu¬ 
cational  product.  5/88  p.  138. 

139  The  Total  Immersion  Learning 
Environment  Settings  to  enhance 
learning  in  meetings  of  25  to  100. 

6/88  p.  116. 

140  1988-89  Travel  Industry  Trade 
Show  Directory  Full-page  pro¬ 
files  of  93  travel-related  trade 
shows.  6/88  p.  118. 

141  A  Conference  and  Workshop 
Planner's  Manual  A  manual  to  be 
manhandled.  10/88  p.  106. 


142  Destination  Marketing  for  Con 
vention  and  Visitor  Bureaus 
'The  selling  of  a  site  by  a  CVB. 
ll/88p.  105. 

143  Travel  Industry  World  Year¬ 
book;  The  Big  Picture — 1988 
This  year’s  edition  explores  world¬ 
wide  tourism  and  describes  past, 
present  and  future  activity  in  trav¬ 
el.  12/88  p.  127. 

144  100  of  the  Best  Executive  Meet¬ 
ing  Places  in  North  America  A 
meetings  publication  that  is  a  must 
for  planners  involved  in  more  than 
two  meetings  a  year.  12/88  p.  128. 

145  Using  Humor  in  Business 
Speaking  For  anyone  who  makes 
frequent  presentations  and  has  dif¬ 
ficulty  using  humor,  this  is  a  truly 
helpful  book.  12/88  p.  129. 

SPEAKERS  AND 
ENTERTAINMENT 

146  Dealing  With  the  President  Who 
Puts  Them  to  Sleep  Tact  plus 
toughness  can  sharpen  executive’s 
presentation.  5/88  p.  133. 

147  Checklist — How  to  Get  the  Most 
From  a  Speaker  Expert  reveals 
nitty-gritty  negotiating  tech¬ 
niques.  6/88  p.  117. 

148  Your  Right  to  Free  Speech 
Where  to  look  for  low-cost  speakers 
and  performers,  and  inexpensive 
AV.  9/88  p.  139. 

149  Waiting  in  the  Wings  Hints  on 
ways  to  make  better  introductions. 
12/88  p.  129. 

SPECIAL  EVENTS 

150  The  Special  World  of  Special 
Events  From  canopies  to  canapes, 
the  trappings  of  these  intricate  pro¬ 
ductions  have  spawned  an  entire 
industry.  6/88  p.  26. 

151  While  Winners  Celebrate,  a 
Hostess  Circulates  Behind  the 
scenes  at  Grammy  Awards  party. 
6/88  p.  30. 

152  Noshing  for  Dollars  Food  festival 
raises  funds  for  hotel  management 
students.  6/88  p.  32. 

153  Plane  and  Fancy  Cessna  product- 
launch  party  that  took  place  in 
New  Orleans.  6/88  p.  35. 

SPORTS  AND  RECREATION 

154  Score  Big  With  Pro  Sports  Pair¬ 
ing  a  sporting  event  wi  th  your  next 
meeting — or  even  sponsoring  a 
sporting  event  yourself — can  yield 
exciting  results.  1/88  p.  30. 

155  Planners  for  the  Pros  Profile  of 
travel  planners  for  pro  football, 
basketball,  and  baseball  teams. 
1/88  p.  39. 

156  Dribbles  and  Dunk  Shots  With  a 
Real  Live  Pro  SM  editor  mixes  it 
up  on  the  court  with  Jersey  Nets 
star  Buck  Williams.  1/88  p.  44. 

157  Cities  Find  Sports  More  Than 
Fun  and  Games  Compete  for  pro 
franchises,  stadiums,  and  amateur 
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events  that  will  attract  visitors. 
1/88  p.  46 

158  Where  the  Sporting  Action  Is 
Sampling  of  national  and  interna¬ 
tional  sporting  events.  1/88  p.  50. 

159  Nice  Places  to  Visit,  But  Do  You 
Want  to  Meet  There?  Is  the  heady 
atmosphere  of  gaming  sites  ideal 
for  productive  meetings?  4/88  p.  77. 

160  Poker  Sweetens  the  Pot  for  Ve¬ 
gas  Conventions  Poker  tourney 
can  be  an  exciting  special  event  for 
attendees.  4/88  p.  83. 

161  Casino  Cities  Make  Good  Home¬ 
towns  Profiles  of  gaming  town  res¬ 
idents  who  work  in  the  hospitality 
industry.  4/88  p.  87. 

162  Golf  for  Globetrotters  Takes  a 
look  at  golf  courses  around  the 
world.  5/88  p.  55. 

163  Tennis:  A  Worldwide  “Love”  Af¬ 
fair  Variations  in  courts  and  cus¬ 
toms.  5/88  p.  69. 

164  The  CEO  Builds  Profits  With 
Sports  Golf,  tennis,  and  skiing 
have  helped  Maurice  Greenberg 
build  highly  respected  insurance 
company.  5/88  p.  77. 

165  Sports  Celebrities  Wow  Your 
Crowd  Even  blase  sophisticates 
act  like  starry-eyed  children  when 
sports  legend  mounts  that  podium. 
5/88  p.  83. 

TRAINING 

166  Use  It  or  Lose  It  Five  ways  to 
make  off-the-job  training  stick. 
6/88  p.  109. 

167  With  Hat  in  Hand  Five  approach¬ 
es  to  sell  management  on  new 
training  and  development  pro¬ 
grams.  11/88  p.  101. 

168  The  Making  (or  Brainwashing) 
of  A  ManagerCorporations  are 
looking  to  produce  better  leaders, 
but  some  experts  and  participants 
say  that  they  may  be  tampering 
with  people’s  minds.  12/88  p.  30. 

TRAVEL  AND  TRANSPORTATION 

169  Airline  Report  Card  Gets  “A” 
for  Effort  Industry  watchdogs  dis¬ 
cuss  Department  of  TVansporta- 
tion’s  efforts  to  disclose  airline 
data.  3/88  p.  54. 

170  All  Aboard — the  Concorde!  Su¬ 
personic  jet  is  envied  preserve  of 
well-heeled  business  travelers — 
and  hundreds  of  groups.  3/88  p.  60. 

171  A  Delegate’s  Map  to  Seven  Sub¬ 
terranean  Rail  Systems  Major 
subway  networks.  6/88  p.  85. 

172  Beating  the  Airline  Baggage 
Blues  Under  new  carry-on  regula¬ 
tions,  travelers  need  to  pack  more 
efficiently.  6/88  p.  88. 

173  All  Aboard  for  Sails  Meetings 
Advice  from  a  seasoned  nautical 
expert.  6/88  p.  111. 

174  Is  Airline  Food  Good  Enough  to 
Eat?  Survey  indicates  that  in¬ 
flight  food  has  actually  improved 
since  deregulation.  8/88  p.  52. 

175  What  Do  Women  Business  TVav- 
elers  Really  Want?  Suppliers 


take  closer  look  at  needs  of  this  lu¬ 
crative  market.  8/88  p.  55. 

176  Hub  Airports  Rev  Up  for  To¬ 
morrow  Round-up  of  airport  and 
hotel  developments  at  10  hub  cit¬ 
ies.  9/88  p.  71. 

177  Finding  Comfort  in  the  Friendly 
Skies  Tells  how  frequent  flyers 
deal  with  overcrowded  cabin  condi¬ 
tions.  12/88  p.  117. 

178  Are  You  Paying  Too  Much  to 
Phone  Home?  Alternative  opera¬ 
tor  services  may  help  hotels  turn  a 
profit,  but  business  travelers  are 


often  powerless  to  keep  their  phone 
charges  under  control.  12/88  p.  120. 
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The  Pharaoh 
Received 
Visitors  Here 

Ramesses  the  Great  received  many  visitors 
during  his  stay  at  the  Great  Hall  of  the  Memphis 
Cook  Convention  Center.  As  in  ancient  times 
they  came  to  Memphis  from  near  and  far  to  see 
his  treasures  and  to  celebrate  great  accom¬ 
plishments.  During  his  stay,  the  great  ruler 
and  his  entourage  received  treatment  like  the 
king  he  was.  The  kind  of  treatment  you  can 
expect,  too. 

You  may  want  your  legions  to  assemble  here 
from  all  parts  of  your  empire.  With  the  flight 
schedules  in  and  out  of  the  city,  it’s  easy  to  do, 
and  Memphis  Cook  Convention  Center  has 
the  room  you  need,  over  a  quarter  million 
square  feet  of  space  to  handle  just  about  any 
meeting  or  convention  you  can  think  of. 

Know  that  your  wishes  are  regal  commands  at 
the  Memphis  Cook  Convention  Center.  Our 
conscientious  staff  will  do  everything  within 
their  power  to  fullfill  your  needs. 

Call  our  Marketing  Department  today.  Tell 
them,  “The  Pharaoh  sent  you.” 

For  more  information  call;  Marti  Kuhn,  Market¬ 
ing  Director  at  901-576-1200. 


Memphis  Cook  Convention  Center 
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Readers  Service  Dept. 

633  Third  Ave.,  New  York,  NY  10017 


Please  send  photocopies  of  the  articles  whose  numbers  I  have 
circled  above.  Herewith  is  a  check  to  cover  the  cost  of  $3  per 
article.  (Payment  must  accompany  order.) 


( name  &  title) 

(company) _ 

(address) _ 


202  L 


(city,  state,  zip) 


209  CHICAGO  6/88  p.  167. 

210  HOUSTON* GALVESTON 6/88 
p.  177. 

211  NORTH  CAROLINA  6/88  p.  183. 

212  SOUTHEAST  ASIA  6/88  p.  191. 

213  PLANNER’S  GUIDE  TO  CALI¬ 
FORNIA  6/88  Part  II. 

214  Mir^NESOTA  7/88  p.  95. 

215  NEW  ENGLAND  RESORTS 
7/88  p.  99. 

216  NEW  JERSEY  7/88  p.  107. 

217  PENNSYLVANIA  7/88  p.  114. 

218  CHINA  8/88  p.  94. 

219  LOS  ANGELES  &  LONG 
BEACH  8/88  p.  103. 

220  MISSOURI 8/88  p.  111. 

221  MONTEREY  PENINSULA  8/88 
p.  119. 

222  PLANNER’S  GUIDE  TO  AUS¬ 
TRALIA  8/88  Part  II. 

223  THE  BAHAMAS  (Incentives) 
9/88  p.  109. 

224  PALM  SPRINGS/DESERT  RE¬ 
SORT  COMMUNITIES  (Incen¬ 
tives)  9/88  p.  120. 

225  THE  CARIBBEAN  &  BERMU¬ 
DA  9/88  p.  159. 

226  EUROPEAN  UPDATE  9/88  p. 
167. 

227  HAWAII:  Oahu  &  the  Big  Island 

9/88  p.  177. 

228  LAS  VEGAS  9/88  p.  189. 

229  PHOENIX/SCOTTSDALE  9/88 
p.  195. 

230  PLANNER’S  GUIDE  TO  CANA¬ 
DA  9/88  Part  II. 

231  COLORADO’S  FRONT  RANGE 
10/88  p.  137. 

232  ILLINOIS  10/88  p.  149. 

233  MEXICO  10/88  p.  155. 

234  NEW  ORLEANS  10/88  p.  165. 

235  RENO  &  LAKE  TAHOE  AREAS 
10/88  p.  177. 

236  PLANNER’S  GUIDE  TO  FLOR¬ 
IDA  10/88  Part  II. 

237  LONDON  (Incentive  Case 
Study)  11/88  p.  85. 

238  SCANDINAVIA  (Incentives) 
11/88  p.  89. 

239  BOSTON  1 1/88  p.  147. 

240  CINCINNATI  11/88  p.  151. 

241  SOUTHWEST  FLORIDA  11/88 
p.  157. 

242  ORANGE  COUNTY,  CALIFOR¬ 
NIA  11/88  p.  161. 

243  TENNESSEE  1 1/88  p.  167. 

244  TUCSON  11/88  p.  186. 

245  EASTERN  CANADA  for  Small 
Meetings  and  Incentives  12/88  p. 
143. 

246  FLORIDA’S  GOLD  COAST:  Mi¬ 
ami,  Fort  Lauderdale,  Palm 
Beach  12/88  p.  158. 

247  PALM  SPRINGS/DESERT  RE¬ 
SORTS  12/88  p.  163. 

248  SAN  ANTONIO  12/88  p.  171. 

249  SO.  CAROLINA  12/88  p.  175.  ill 
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